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Background

• The travel and tourism sector has suffered its most difficult year ever in 2020 due to the COVID-19 pandemic 
that brought the industry to a halt in mid-March.
• What was initially expected to be a reasonably short event continues to drag on through the fall.
• In response to this situation, the New Hampshire Division of Travel and Tourism Development (the Division) 
halted its planned spring marketing efforts but began a Recovery campaign in early summer.  
• This effort included a specific in-state focus to encourage residents to vacation in New Hampshire and 
support local business as well as out-of-state efforts.
• This research is specifically designed to measure the impact of this effort both on travel and spending as well 
as upon the health of the New Hampshire brand. The objectives of this seasonal advertising effectiveness 
research include the following:

— Measure awareness of the summer 2020 advertising among the target audience; 

— Evaluate the efficiency of the Division’s media buy through SMARInsights’ destination marketing 
organization (DMO) cost-per-aware household benchmarking; 

— Determine the ability of the creative to communicate desired messages, again using SMARInsights’ 
benchmarking;

— Assess the ability of the advertising to influence New Hampshire travel;

— Calculate the number of ad-influenced trips, visitor spending, and return on investment; 

— Explore the impact of the advertising upon the brand;

— Provide an initial review of resident sentiment; and

— Forward insights into future refinement of the marketing.
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Methodology

• As has been the case in prior advertising effectiveness research for the Division, an online survey was used so 
that respondents could view the actual advertising. This approach provides a representative measure of aided 
ad awareness and allows respondents to provide their reaction to the creative. 

• National sample vendors with representative panels are used so that the results can be projected to the 
population.

• In order to qualify for the survey, respondents had to be travel decision makers who regularly take overnight 
leisure trips of at least 50 miles from home. Respondents also had to be between the ages of 18 and 65.

• This summer the campaign was focused upon states in the northeast; the Canadian markets included in the 
past not being targeted given international travel restrictions.  

• A total of 1,753 surveys were completed across the 
target markets. Upon completion of data collection, the 
results were cleaned, coded, and weighted to be 
representative of the population.

• The following report summarizes the research results. 
The questionnaire and the ads tested appear in the 
Appendix. 

Completed 

Surveys

New Hampshire 329

New York 481

Connecticut 199

Mass 346

Rhode Island 199

Maine/Vermont/New Jersey 199

Total 1,753

3



2020 Summer Advertising Effectiveness Research 

Campaign Overview

• While elements of prior campaigns 
were utilized in the executions, 
“Discover your New” was 
employed across all markets and 
targets.

• The budget for these efforts was 
considerably less than in the past 
several years – approximately less 
than half of the prior year.

• The media spend included linear 
TV, streaming video to reach cord 
cutters, out of home and digital 
display, social and radio.

• In terms of markets, no Canadian 
media was run, and New 
Hampshire was specifically 
targeted with different messaging 
and higher spending.

2018 2019 2020 % Change

Spring/Summer $1,794,097 $1,817,216 $849,122 -53%

Channel TV CTV OOH

Digital 

Display/

Social/Radio

Total

NH $30,154 $16,154 $39,375 $100,568 $186,251

NY $55,080 $13,798 $105,122 $47,231 $221,231

CT $27,838 $13,798 $7,950 $47,233 $96,819

MA $35,998 $13,798 $62,500 $47,233 $159,529

RI $27,561 $13,798 $15,700 $47,233 $104,292

ME/VT/NJ $75,000 $0 $0 $6,000 $81,000

Total $251,630 $71,347 $230,647 $295,498 $849,122
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Insights

• Given the challenges presented by the COVID-19 pandemic, the results of the 2020 summer advertising 
effectiveness research are quite positive. Key insights include:

• Only about a third of consumers indicate that they are ready to plan travel – the rest are still playing a game of wait 
and see. Interestingly, this mindset translates into a competitive advantage for New Hampshire, as mountains, hiking 
trails and lakes are perceived as relatively safe locations. As a result, the states that are perceived as the least risky 
are New Hampshire, Maine and Vermont – while New York is perceived as the least safe.

• New Hampshire has made gains in key brand health metrics like top-of-mind consideration, share of familiarity, and 
share of likelihood to visit. Again, it is New York that took the biggest hit relating to these metrics. 

• The 2020 summer advertising generated recall among 43% of consumers in the target markets, reaching 5.2 million 
households. The Division spent $0.16 to reach a target household, which marks a gain in efficiency over prior 
campaigns and a notably efficient reach compared to the industry benchmark of $0.51. 

• TV/CTV is the most important awareness driver of the media employed. But all media reached consumers efficiently 
and contributed to critical media overlap. 

• The 2020 summer advertising receives a positive response among both New Hampshire residents and those who 
live outside of the state. In fact, the out-of-staters give the ads stronger ratings than they gave the prior 
spring/summer campaign. This result is likely attributable to a receptive population ready to go out and positively 
reacting to a campaign that effectively promotes the types of locations and activities that feel the safest during the 
pandemic. 
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Insights Cont.

• The 2020 summer advertising has a positive impact on the New Hampshire brand and on travel 
to/within the state. Overall, the 2020 summer advertising influenced about 161,000 New Hampshire 
trips between July 2020 and October 2020 (the advertising began in late June). The nearby 
Massachusetts market contributed the greatest number of influenced trips, as it has a relatively large 
population and the strongest level of ad-influenced travel. 

• The 2020 summer advertising returned $199 in visitor spending and $10.28 in tax revenue for each 
$1 invested in the media buy. These ROI figures are comparable to the prior two spring/summer 
campaigns, which is a positive result given that the COVID-19 pandemic made 2020 the most difficult 
year ever for the travel and tourism industry. 

• The impact of the pandemic is also apparent in the profile of New Hampshire visitor activities. That is, 
visitors were more likely to participate in many outdoor and/or social distance-friendly activities and 
less likely to participate in most indoor activities. The pandemic also had an impact on other New 
Hampshire trip specifics, including more family travel and higher average trip spending, as well as 
fewer visitors staying in hotels and more visitors staying with family/friends, in an Airbnb or vacation 
home, or camping. 
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Pandemic Environment
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Pandemic Overview

• COVID-19 has certainly reshaped travel.  Obviously, the impact was felt immediately through 
a lockdown and restrictions. These measures have been gradually relaxed, but the recovery 
has been slow.  This can be seen in metrics like hotel occupancy, which remains well below 
the prior year despite improving each month.

• This is evident in everyday behaviors as well.  We characterize people into the three groups 
described below. Very few of us feel things are normal and we’re evenly spread between 
risk averse and cautious.
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Risk Averse
I believe it is still safer to stay home and venture 
out as little as possible (only for essential items or 
because of my job as an essential worker)

Cautious
I will take recommended precautions, but I’m 
going to start adding more activities back into my 
routine

Normal
I think restrictions have gone on too long and I’m 
going to resume as many normal activities as 
possible

Risk Averse

45%

Cautious

45%

Normal

10%



Risk Assessments

• How feelings about COVID translate into risk assessments and travel behavior explain some 
of the results that have been seen across the industry.  Only about a third of the population 
feels ready to even plan – the rest of us are still playing a game of wait and see.  This is little 
wonder given the discomfort in staying with a friend or in a hotel. And clearly most of us 
aren’t ready to go to events.
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24%

45%

18%

12%

I would not even

consider traveling

any time soon

I will wait and see

what happens in

the coming weeks

before planning

any trips

I am ready to start

planning a trip now

I already have

plans to travel this

fall/winter

Future Travel

20.7%

57.5%

40.5%

58.7%

79.3%

70.8%

45.8%

31.7%

41.8%

28.8%

13.6%

21.9%

33.5%

10.8%

17.7%

12.5%

7.1%

7.4%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%100%

Staying in the home of a friend or family

member

Staying in a homeshare like an Airbnb or

VRBO

Staying in a hotel

Attending a large outdoor event

Attending a large indoor event

Taking public transportation

Travel Comfort

Not comfortable Somewhat comfortable Completely comfortable



Impact on New Hampshire Appeal

• Interestingly, in many ways these attitudes and concerns translate into a 
competitive advantage for New Hampshire.  Mountains, hiking trails and Lakes 
are perceived as safer locations.  
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• So, not surprisingly, the states that are 
least risky are New Hampshire, Maine 
and Vermont – with New York taking a 
big hit.

0% 20% 40% 60% 80% 100%

Cities

Mountains

National and State Parks

Small towns and rural destinations

Lakes

Restaurants

Indoor attractions like museums

Outdoor attractions like hiking trails

Location Risk

Totally safe Somewhat safe Uncertain Somewhat risky Very risky
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New
Hampshire
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Destination Risk



Brand Health
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Brand Health Considerations

• Historically, the key focus of advertising effectiveness research has 
centered upon incremental travel and return on investment – or simply 
the payback on the promotion of the state as a destination.

• In the context of the pandemic, it’s important to take a broader view and 
think about the state of the New Hampshire brand.  In the immediate 
term, it is reasonable to believe that travel will be depressed.  But 
advertising has impact beyond generating a trip by building an image of 
the state and strengthening its appeal.

• So, before we look at advertising and its impact, we first want to consider 
how the brand itself has fared in the past year in terms of overall appeal.
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Top of Mind Consideration

• One of the more interesting assessments 
focuses upon the places that come to mind as 
good states to visit in an unaided fashion –
what could be called top-of-mind 
consideration.

• In the environment of the pandemic where we 
have seen appeal skewing toward outdoor 
locations, the biggest gainers are places like 
New Hampshire, Vermont and Maine.  Once 
again, the outdoor product focus is ideally 
positioned in this context.

• The states that suffer most are places like New 
York where the focus is on the city and which 
people feel less comfortable visiting.  And 
interestingly, Hawaii – no doubt in part because 
of the long plane ride required. While not 
shown in this chart, California and Florida have 
also experienced large declines.
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39%

37%
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17%

15%

13%

11%

12%
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5%
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26%

17%
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15%
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11%
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10%

6%

New York
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Familiarity Share

• It has long been established that marketers who 
aggressively promote in hard economic times 
generally have a stronger recovery and capture more 
market share when times improve.

• Obviously, economic realities often make this difficult 
to do no matter the positive strategic benefit.

• A similar result could ensue during this time where 
promotion could help build the brand and yield 
positive impacts in the future.

• Familiarity clearly isn’t solely a function of promotion.   
But it is interesting to see that New Hampshire has 
had a slight gain in its level of familiarity compared 
especially to destinations like New York.
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12.1%

13.2%

20.6%

13.5%

16.1%

11.2%

13.3%
12.8%

13.8%

19.1%
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15.8%

12.1%
12.9%

NH CT NY ME MA RI VT

Familiarity Share
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Likelihood Share

• While these are positive findings about the brand, 
probably the single biggest attitudinal measure is 
likelihood to visit.  Not surprisingly, likelihood to 
visit every destination this coming fall and winter 
has significantly declined.  

• Instead, here we are looking at share of potential 
likelihood.  And once again, New Hampshire shows 
a gain in this typically extraordinarily stable 
measure. And again, New York shows the greatest 
decline. 
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Ad Awareness
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Overall Awareness

• Overall ad awareness levels were 
essentially unchanged despite a 
drastically smaller media spend.

• However, it is important to note that 
this spend was targeted to fewer 
households overall given the 
omission of the Canadian markets.

• Nonetheless, the campaign was 
remarkably efficient and reached 
more than 5 million households at a 
tremendously low rate of $0.16 a 
household.
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43%
44%

43%

6,189,099

7,239,490

5,203,708 

2018 2019 2020

Summer Ad Awareness and Aware Households

Recall Target HHs

2018 2019 2020

Target HHs 14,496,273 16,275,450 12,147,318 

Recall 43% 44% 43%

Aware HHs 6,189,099 7,239,490 5,203,708 

Media Spending $1,794,097 $1,817,216 $849,122

Cost per Aware HH $0.29 $0.25 $0.16

SMARInsights’ 

spot market 

benchmark:

$0.51

per aware 

household



Awareness by Market

• This year’s media expenditures 
were reported by state rather 
than DMA. 

• The differences in the level of 
ad awareness among the states 
are generally small.  

• In-state residents recorded the 
highest overall level of 
awareness with this campaign 
uniquely targeted to them.  Of 
course a large spend on a small 
population yielded a relatively 
high cost per aware household.

• Conversely, a relatively small 
spend in Maine/Vermont/New 
Jersey resulted in lower levels 
of awareness but also a lower 
cost per aware household.
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New 
York

New 
Hampshire

Massachusetts
Rhode 
Island

Connecticut
Maine/

Vermont/
New Jersey

Total

Target HHs 5,474,594 391,741 1,937,419 308,391 1,016,939 3,018,233 12,147,318 

Awareness 43% 49% 44% 46% 46% 39% 43%

Aware HHs 2,378,774 191,703 851,120 141,023 470,143 1,170,945 5,203,708 

Media Spending $221,231 $186,251 $159,529 $104,292 $96,819 $81,000 $849,122

Cost per Aware HH $0.09 $0.97 $0.19 $0.74 $0.21 $0.07 $0.16

43%

49%

44% 46% 46%

39%



Awareness by Medium

• The TV/CTV ads and various 
digital media ads received the 
largest investment – and 
generated the highest 
awareness. 

• Out of home, understandably 
performs less well given its 
necessarily more limited reach.

• But given the levels of awareness 
and investment, the cost per 
aware household is similar 
across media. 
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TV/CTV

Digital Display/

Social/

Radio

OOH

Target HHs 12,147,318 12,147,318 12,147,318 

Awareness 36% 33% 19%

Aware HHs 4,331,248 3,998,498 2,258,393 

Media Spending $322,977 $295,498 $230,647

Cost per Aware HH $0.07 $0.07 $0.10

36%
33%

19%

TV/CTV Digital Display/

Social/

Radio

OOH



Awareness by Creative

• When the awareness levels of the 
individual assets are considered, 
the importance and strength of TV 
in driving awareness becomes 
apparent.  

• In both the in-state and out-of-
state markets, TV generated 
significantly more awareness 
overall.

• Out-of-state, the out-of-home ads 
were the weakest performing 
assets from an awareness 
perspective.
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14%

16%

18%

20%

23%

25%

26%

26%

36%

Social Lakes

Social Mountains

Social Attractions

OOH Hike

Digital Banners Summer

OOH Lake

Pandora Radio

Digital Banners

TV Summer :30

In-State Ad Awareness

10%

11%

13%

16%

16%

17%

24%

36%

OOH Boston Transit

OOH NYC - Building Billboard

Social

OOH NYC Billboard

Digital Banners

Digital Banners Summer

Pandora Radio

TV Summer :30

Out-of-State Ad Awareness



Media Overlap

• Exposing consumers to advertising 
across media generally increases ad 
impact. Each medium plays a role that 
can influence consumers at various 
stages of the travel journey. For 
instance, TV and digital video help to 
build the overall brand, while digital 
banners and social media ads can help 
to close the sale. The impact of media 
overlap is reviewed later in this report; 
first we consider the level of overlap 
attained. 

• Of those aware of any ads, seven in 10 
are aware of ads in multiple media. 
Almost a third recall seeing ads in four 
or five media. 
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30%

2 media

26%

3 media

17%

4 media

14%

5 media

12%

Number of Media Seen 

(among those aware of any ads)



Creative Ratings
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Creative Reaction

• The overall reactions to the 
creative are generally 
enormously positive.  

• Especially in-state, which is 
typically the case, the 
reaction to the ads are 
positive by nearly nine out 
of 10 respondents.  Radio 
receives the lowest rating –
which given the visual 
nature of the tourism 
product is nearly always the 
case.

• While the out-of-state 
reactions are less positive, 
they are generally more 
positive than last summer 
and nearly eight out of 10 
like the ads.  Radio and out 
of home do significantly less 
well.  The out-of-home 
ratings likely suffer given the 
challenge of showing them 
in context in the survey.
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Out-of-State 
Communication Attributes
• Given different out-of-state markets between this year and last, the creative ratings from last year were 

recalculated with the same out-of-state market composition as this year to allow for direct comparison. 

• While the 2020 ads used the “Discover your New” concept, much of the campaign maintained similar 
elements to last year’s.  Interestingly, however, the ads rate better on all the communication attributes 
except living life to the fullest – and are at or near the “excellent” benchmark.

• With a similar campaign this result is mostly attributable to context – a receptive population ready to go 
out and positively reacting to a well-done campaign featuring outdoor activities.
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Out-of-State 
Impact Attributes

• The 2020 advertising also receives stronger ratings than the 2019 advertising on the attributes relating to 
generating interest in visiting the state. 

• Again, this result is likely attributable to a receptive population ready to go out and positively reacting to a 
campaign that effectively promotes the types of locations and activities that feel the safest during the 
pandemic. 
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In-State 
Communication Attributes

• New Hampshire residents generally give the advertising excellent ratings. 

• Some ratings improved year-over-year, most notably where I could reconnect with my family. Context is 
again critical, as New Hampshire residents likely think of their home state and its attractions as an 
accessible and safe place for family bonding during the pandemic. In contrast, living life to the fullest is 
not the prevailing sentiment while we’re quarantined and socially distanced. 

2020 Summer Advertising Effectiveness Research 26

4.09

4.33

4.36

4.38

4.43

4.26

4.14

4.43

4.34

4.36

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6

Where I would be challenged to live life to the fullest

Where I could reconnect with my family

Where I could uncover new places or things

Where I would be inspired and invigorated

Where I would feel free-spirited

2019

2020

Average
Good (top 25%)
Excellent (top 10%)



In-State 
Impact Attributes

• While the in-state impact ratings declined year-over-year, the ratings for making residents 
want to learn more about the state and want to visit the state are well above the excellent 
benchmark threshold. 
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Advertising Impact

2020 Summer Advertising Effectiveness Research 28



Info Gathering & Familiarity

• The 2020 summer campaign prompts consumers to gather information about New Hampshire leisure 
travel. 

• As a result of spurring information gathering – and the ads themselves showcasing the leisure travel 
product – those aware of the ads are more familiar with New Hampshire’s leisure travel product than 
are those who are not aware of the ads. 
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33%

35%
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Perceptions

• It is critical for the 
advertising to strengthen 
the brand so that New 
Hampshire is in a strong 
competitive position 
coming out of the 
pandemic. 

• The advertising is 
certainly accomplishing 
this objective, as those 
aware of the ads give the 
state higher ratings on all 
specific image attributes. 
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New Hampshire… Unaware Ad-Aware Difference

Is a good place to go to the beach 3.32 3.72 0.40

Is a good place for water activities 3.72 4.03 0.30

Is a good place for shopping 3.69 3.93 0.24

Is a fun and exciting place 3.83 4.06 0.23

Always has something new to discover 3.84 4.07 0.23

Is unique because of the variety of destinations 

and activities it offers vacationers
3.84 4.03 0.19

Has interesting historical sites and museums 3.78 3.95 0.16

Offers great vacations for people like me 3.98 4.14 0.16

Is safe 3.91 4.07 0.16

Is a great place to vacation when traveling with 

children
3.97 4.12 0.15

Is affordable 3.98 4.12 0.14

Is rich in culture and the arts 3.54 3.69 0.14

Has great parks 4.03 4.17 0.14

Is a kid-friendly vacation destination 4.01 4.14 0.13

Is a place I would be excited to visit for a leisure 

trip
3.97 4.10 0.13

Is a good place for fairs and festivals 3.90 4.01 0.12

Is a good place for culinary activities, including U-

pick farms and beer/wine trails
3.82 3.93 0.11

Offers an attractive lifestyle 3.89 4.00 0.11

Is easy to get to 4.21 4.32 0.11

Offers lots of outdoor recreation 4.28 4.37 0.09

Is beautiful 4.39 4.46 0.07



Safety & Intent

• The advertising also has a positive impact on the perception of safety given the pandemic and on intent 
to visit New Hampshire in the next year. 

• What follows is a review of advertising impact on New Hampshire travel after the advertising began in 
June 2020 and the associated return on investment. 
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Incremental Travel Review

• SMARInsights’ methodology for measuring the impact of destination advertising relies on establishing a 
base rate of travel. Certainly, there would be travel to New Hampshire even without any paid advertising. 
Thus not all visitation, or even visitation by aware households, is attributable to the ads. In this 
evaluation, the level of travel among unaware households is considered the base and what the state 
would see without the marketing campaign. Any travel above that base by aware households is what is 
considered influenced. As such, this is a conservative measure of influence. 

• The travel period for this 2020 summer advertising impact evaluation is July through October (after the 
advertising began in late June). 
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Incremental Travel

• The 2020 summer advertising influenced New Hampshire travel from all markets except for the group 
that received relatively light media weight (ME/VT/NJ). 

• The strongest impact was realized in Massachusetts.  
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Incremental Trips

• Overall, the 2020 summer advertising influence about 161,000 New Hampshire trips between July 2020 
and October 2020. 

• The nearby Massachusetts market contributed the greatest number of influenced trips, as it has a 
relatively large population and the strongest level of ad-influenced travel. 
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NH NY CT MA RI ME/VT/NJ Total

Target HHs 391,741 5,474,594 1,016,939 1,937,419 308,391 3,018,233 12,147,318

Ad Awareness 49% 43% 46% 44% 46% 39% 43%

Ad-Aware HHs 191,703 2,378,774 470,143 851,120 141,023 1,170,945 5,203,708

Incremental Travel 3.1% 2.6% 4.0% 8.3% 2.1% 0.0% 3.1%

Incremental Trips 5,854 62,181 18,913 70,888 2,927 0 160,763



Return on Investment

• The 2020 summer advertising returned $199 in visitor spending for each $1 invested in the media buy. 

• This ROI is only slightly higher than the prior two spring/summer campaigns despite the fact that the 
COVID-19 pandemic made 2020 the most difficult year ever for the travel and tourism industry. 
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2018

Spring/Summer

2019 

Spring/Summer

2020

Summer

Influenced Spring/

Summer Trips
399,487 317,107 160,763

Avg. Trip Spending

(among ad-aware visitors)
$804 $1,042 $1,053

Influenced Trip Spending $321,101,120 $330,339,600 $169,243,990

Media Spending $1,794,097 $1,817,216 $849,122

ROI $179 $182 $199



Tax Return on Investment

• Of the ad-influenced visitor spending, only a portion is subject to tax. New Hampshire has no sales tax 
on goods and services, so only those related to lodging, meals and transportation are taxed.

• Based on the average visitor spending on the taxable categories, the 2020 summer advertising generated 
$8.7 million in taxes. Given media spending, the 2020 summer ads returned $10.28 in tax revenue for 
each $1 invested. 

• These mark slight declines compared to the prior two spring/summer campaigns, but it is still a positive 
result that the advertising was able to influence tax revenue and a tax ROI in the context of the pandemic. 
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2018

Spring/Summer

2019 

Spring/Summer

2020

Summer

Influenced Trips 399,487 317,107 160,763

Avg. Taxable Spending

(among ad-aware visitors)
$598 $680 $603

Influenced Taxable Spending $238,957,240 $215,567,826 $97,014,255

Taxes Generated $21,506,152 $19,401,104 $8,731,283

Media Spending $1,794,097 $1,817,216 $849,122

Tax ROI $11.99 $10.68 $10.28



Media Overlap Impact

• Exposing consumers to advertising in multiple media is critical for influencing travel, as those aware of 
ads in only one medium do not contribute to incremental travel. 
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6.5%
5.9%

9.8%
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3+ media

Visited New Hampshire July 2020 - October 2020



Trip Specifics
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Trip Activities Change

• The impact of the pandemic is also apparent in the profile of New Hampshire visitor activities. 

• That is, visitors were more likely to participate in many outdoor and/or social distance-friendly activities and less 
likely to participate in most indoor activities. Some outdoor activities such as visiting parks saw no growth, but 
this is because it is a top activity regardless of the pandemic. 
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New Hampshire Trip Activity 2019 2020 Difference

Scenic drive 9% 48% 39%

Shopping 9% 40% 31%

Visiting historical sites 7% 23% 16%

Fishing 6% 18% 12%

Farmer’s markets/U-picks/roadside stand 6% 15% 9%

Camping 12% 21% 9%

Bicycling or mountain biking 8% 14% 6%

Hunting 1% 6% 5%

Hiking or backpacking 31% 36% 5%

ATVing 2% 6% 3%

Horseback riding 4% 7% 3%

Winery tours 7% 9% 3%

Boating 13% 15% 2%

Rock climbing 5% 7% 2%

Farm to table dinner 11% 12% 1%

Attending a festival or fair 8% 9% 1%

Beer trail 8% 8% 0%

New Hampshire Trip Activity 2019 2020 Difference

Visiting museums 8% 7% -1%

Canoeing or kayaking 18% 17% -1%

Visiting a state or national park 33% 31% -2%

Wildlife watching 24% 20% -4%

Attending a play or concert 12% 8% -4%

River rafting 10% 6% -4%

Bird watching 17% 11% -6%

Attending performing arts (music/theater) 16% 6% -10%

Golfing 19% 7% -12%

Dining at locally owned restaurants 59% 45% -14%

Sightseeing tour 52% 14% -38%

Visiting a noteworthy bar or nightclub 56% 9% -47%



Other Trip Specifics Change

• The pandemic also had 
an impact on other 
New Hampshire trip 
specifics, including:

• More family travel and 
higher average trip 
spending. 

• Less visitors staying in 
hotels, and more 
visitors staying with 
family/friends, in an 
Airbnb or vacation 
home, and more 
camping. 
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Trip Specifics
2019

Spring/Summer 

2020

Spring/Summer

Nights in New Hampshire 3.0 3.1

People in your travel party 3.2 3.0

Kids on trip 31% 40%

Overall average spending $882 $961

Per person/per day spending $94 $102

Lodging

Mid-level hotel 29% 23%

Home of family or friends 21% 33%

Budget hotel or motel 12% 11%

Bed and breakfast/Inn 12% 7%

Airbnb 12% 16%

Camping/RVing 9% 17%

High-end full-service hotel 8% 6%

Luxury resort hotel 7% 8%

Vacation home 5% 15%



Appendix: Questionnaire
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Questionnaire
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